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ABSTRAK

Penelitian ini bertujuan untuk mengetahui apakah Minat Beli Konsumen (Y),
Strategi E- Marketing (X1), Brand Awareness (X2), Pemasaran Online (Z) Media
Sosial TikTok berpengaruh positif, signifikan, pada Cafe Coffee Iseff di
Kabupaten Tangerang. Metodologi penelitian menggunakan metode kuantitatif,
atas data primer yang didapat dari penyebaran kuisioner 100 responden yang ingin
dan yang pernah berkunjung, dan hasil penelitian didapat dari jawaban responden
memakai skala likert. Dengan _alat uji path analysis di aplikasi SPSS versi 25.0
2022. Hasil penelitian menyatakan Strategi E-_ Marketing tidak berpengaruh
langsung, terhadap Pemasaran Online. Brand Awareness berpengaruh langsung,
signifikan terhadap Pemasaran Online. Strategi E- Marketing berpengaruh
langsung positif, signifikan terhadap Minat Beli. Konsumen. Brand Awareness
tidak berpengaruh langsung, terhadap Minat Beli Konsumen. Pemasaran Online
berpengaruh langsung terhadap Minat Beli Konsumen. Strategi E- Marketing
tidak-memiliki pengaruh tidak langsung terhadap Minat Beli Konsumen melalui
Pemasaran Online. Brand Awareness memiliki pengaruh tidak langsung terhadap
Minat Beli Konsumen melalui Pemasaran Online.

Kata Kunct: Strategi E- Marketing, Brand Awareness, Pemasaran Online,
dan Minat Beli Konsumen.
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ABSTRACT

This study aims to determine whether Consumer Purchase Interest (Y), E-
Marketing Strategy (X1), Brand Awareness (X2), Online Marketing (Z) Social
Media TikTok has a positive, significant effect on Cafe Coffee Iseff in Tangerang
Regency. The research methodology uses quantitative methods, on primary data
obtained from distributing questionnaires to 100 respondents who wish and who
have visited, and the research results are obtained from the answers of
respondents using a Likert scales"Using the path analysis test tool in the SPSS
application version 25.0 2022. The results of the study stated that the E-Marketing
Strategy had no directeffect on Online Marketing. Brand Awareness has a direct,
significant effect.on Online Marketing. The E-Marketing Strategy has a positive,
significant direct effect on Consumer Purchase Interest. Brand Awareness has no
direct effect on Consumer Purchase Interest. Online Marketing has a direct effect
on Consumer Purchase Interest. The E-Marketing Strategy has no indirect effect
on Consumer Purchase Interest through Online Marketing. Brand Awareness has
an indirect effect on Consumer Purchase Interest through Online Marketing.

Keywords: E-Marketing Strategy, Brand Awareness, Online Marketing, and
Consumer Purchase Intention.
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